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Abstract 
This project investigates the attitude of 15-20 year olds towards a product consisting of three 
different campaign posters. The idea behind the product is to work as an alternative method to 
introduce history learning into their everyday lives. In order to answer the main question to this 
project, a series of interviews were conducted to test how the product was received and understood 
by the target audience. The interviews also served as a means to get to know the target audience and 
their relation to history and learning. Furthermore, the chances for this product to be used 
successfully and for the intended innovation to be adopted were also investigated. Subsequently, the 
interviews were analysed with the help of Everett M. Rogers’ Diffusion of Innovation Theory and 
Kim Schrøder’s Reception Research Theory. 
 
Resumé på Svenska 
Detta projekt undersöker attityden hos unga människor i åldersgruppen 15 till 20 år, gentemot en 
produkt bestående av tre olika kampanjaffischer. Den bakomliggande idén är att produkten ska 
fungera som en alternativ metod för att införa historieundervisning och lärande i deras vardag. För 
att ge svar på problemformuleringen har en serie intervjuer genomförts for att testa hur produkten 
har tagits emot och förståtts av målgruppen. Intervjuerna fungerade också som ett sätt att lära känna 
målgruppen och deras relation till historia och lärande. Därutöver undersöktes också möjligheten 
för att denna produkt ska kunna användas med framgång och för att innovationen ska 
implementeras. Därefter analyserades intervjuerna med hjälp av Everett M. Rogers’ teori “Diffusion 
of Innovations” och Kim Schrøder’s teori “Reception Research”. 
 
 
  
 
History teaching beyond the classroom  Fall 2013 
Communication Bachelor 
3 
 
Content 
Contents 
Abstract ......................................................................................................................................................... 2 
Content .............................................................................................................................................................. 3 
1. Introduction ............................................................................................................................................... 4 
1.1 Problem Area ..................................................................................................................................... 7 
1.2 Problem Definition ............................................................................................................................ 8 
1.3. Delimitations .......................................................................................................................................... 8 
2 Theory ........................................................................................................................................................ 9 
2.1 Reception Research ......................................................................................................................... 10 
2.2 Diffusion of Innovations .................................................................................................................. 11 
3 Methodology ........................................................................................................................................... 14 
3.1 Philosophy of Science ...................................................................................................................... 14 
3.2 Methods of Working ........................................................................................................................ 14 
3.3 Qualitative Research ........................................................................................................................ 15 
3.4 Strengths and Weaknesses ................................................................................................................ 15 
3.3.3 Interviews ................................................................................................................................ 17 
4 Analysis .................................................................................................................................................... 21 
4.1 Target Audience ............................................................................................................................... 21 
4.1.1 The focus group ....................................................................................................................... 21 
4.1.2 Media and Technology Usage ................................................................................................. 22 
4.1.3 History Learning ....................................................................................................................... 24 
4.2 Product Reception ........................................................................................................................... 29 
5 Discussion and evaluation ....................................................................................................................... 31 
6 Conclusion ............................................................................................................................................... 34 
Literature used ................................................................................................................................................ 36 
 
 
 
 
 
History teaching beyond the classroom  Fall 2013 
Communication Bachelor 
4 
 
 
 
 
 
1. Introduction 
Drawing on our own experience from school, we, as campaign designers, share a common memory 
of history teaching as a tedious subject to deal with. We remember history as a subject that 
demanded difficult memorization of loads of facts and dates; a subject that often failed to offer a 
practical perspective. It was difficult to see the point in learning all of these facts and relate them to 
reality. Instead, we played a passive role in the learning. As students, this left us in the situation of 
becoming mere recipients of knowledge in what Ramsden calls the surface approach (2003: 80). 
It is our impression that students do have a general interest in history, yet the subject of history in 
schools seems boring to many. The fact that history as a subject is mandatory in folkeskolen might 
contribute in making it seem more tiresome, because history then is related to mandatory school 
work rather than personal interest. Therefore, we suggest that students could benefit from 
developing their knowledge and interest in history outside of school. It is the aim of the campaign to 
implement history knowledge into the everyday lives of everybody in Denmark – starting with the 
15-20 year olds outside of STX
1
. 
The product will increase the target audience’s history knowledge. Learning history could be 
beneficial to the target audience in many ways; indeed, the Ministry of Education (UVM 2013c) 
claims the following. 
“We take a position and act based on knowledge, personal and common experiences, and concepts 
of the present, and future expectations. Thus we use the perspective of time - in other words, history 
- to understand ourselves and our surroundings, why it has become, as it now is, and to reflect on 
our possible actions. History is also used to build and strengthen cohesion in communities such as 
the National. History is an integral part of our lives and it is an existential basic condition that we 
are history created and co-creators of the historical development. History is also used to increase 
the coherence of communities. History is an integral part of our lives and it is a fundamental 
existential condition that we are part of history and are co-creators of historical development” 
(UVM 2013c)
2
 
                                                          
1 STX is an abbreviation for ’Studentereksamen’. STX, HHX, and HTX are all optional, Danish ‘youth education’ (ungdomsuddannelse). They are 
comparable to high school and require three years of study to get obtain a diploma. STX is the ‘common’ version of ‘gymnasium’ compared to the 
more specific institutions of HHX (Higher Commercial Examination Programme) and HTX (Higher Technical Examination Programme). In STX the 
students usually choose majors from Social Science over languages to Natural Sciences (UVM 2013a) 
2 Translation and rephrasing from Danish of the quote below. See reference (UVM 2013c) 
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The sender, who is presented below, finds that teaching history challenges and encourages students 
to ask questions and think critically. For example, questioning and investigating the reliability of 
sources is an important part of history teaching. In addition, increasing the students’ level of 
knowledge in history could help build their confidence and express their opinion on a much higher 
level. 
Our goal is to persuade students that history learning can be a fun and valuable experience. Not only 
the target audience would benefit from such a product, but also gatekeepers such as 
teachers/professors, and possibly museums, publishers, and other cultural institutions as well as 
society itself. 
This project report is based on an idea initially originating from a print media product made in the 
workshop held by Pernille Eisenhardt. The product was designed to make history learning a part of 
young people’s everyday. The project report is based on the supposition that learning history is 
important to understand the world in which we live today and that it is beneficial for the 
development of individuals as rational beings. This project tests the product and analyses the target 
audience’s reception. The project report investigates methods of learning (e.g. knowledge 
acquisition), and does not consider official curriculums of history teaching. 
This report draws on the theoretical framework of Public Communication Campaigns, which is 
highly applicable to this study, because the product we develop is, indeed, a public communication 
campaign, as defined by Atkin and Rice (2013): 
Public communication campaigns can be defined as purposive attempts to inform or 
influence behaviors in large audiences within a specified time period using an 
organized set of communication activities and featuring an array of mediated 
messages in multiple channels generally to produce noncommercial benefits to 
individuals and society. 
(Atkin and Rice 2013: 1, p. 3) 
When designing this campaign we strived to create informational and persuasive messages to be 
disseminated via traditional mass media and new technologies (Atkin et. al. 2011: 3). The goal of 
the campaign is to persuade the target audience to use the product and, as a result, increase their 
knowledge in history. The goal is not to warn against problematic behaviours, for which we could 
use fear appeals (Atkins & Rice, 2001: 8), but rather to motivate the target audience to benefit from 
the product while giving history teaching a positive image. To sum up, we believe that the audience 
can benefit from having history learning implemented into their everyday lives, and we want to 
make them aware of it. 
The Product 
The product is a campaign consisting of two elements: three posters and a hypothetical website. The 
posters have a plain layout. They each have a different background colour; all of them are intended 
to be eye-catching. They all use the same font and the text begins with the same ‘shout out’ 
followed by a historical question in order to make the viewer curious enough to scan the QR code or 
access the web site to get the answer. Each question is illustrated with a silhouette depicting 
something of relevance to the question (e.g. a silhouette of Colosseum below the question regarding 
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ancient Rome). On the bottom of the poster is a small text encouraging the viewer to go and find the 
answer to the question, as well as similar historical facts, on the hypothetical website. Placed next to 
it is a QR code that can be scanned using a smartphone, and thereby taking the viewer directly to 
the answer. The posters are attached in appendix 1, 2 and 3. 
The Purpose of the Product 
The desired effect of this communication campaign is to increase the general history knowledge 
among 15-20 year olds in Denmark. We believe that within the population there already lies an 
interest and maybe even a demand for a product of this kind. The purpose of the posters is to 
promote the website. With the questions, the ‘shout out’ and the simple layout, the posters strive to 
spike the curiosity of its readers in order to get them to visit a hypothetical website; indeed, 
suspense is the main tool, which serves the purpose of persuading the audience into using the 
product. The intention is to have the posters put up in public places, especially in areas of public 
transportation.  
The purpose of the textual element of the posters is to intrigue the target audience and persuade 
them to take the next step: to scan the QR codes placed at the bottom of the poster, which in turn 
will redirect the viewers to a website providing them with the answer to the question. The website 
provides information about interesting historical facts. 
Hopefully, the posters will have the effect that when an individual from the target audience comes 
across one of the posters, they will directly scan the code to get to the answer on the website, where 
they will also spend time looking around, thus attaining knowledge of history. The intention is that 
in the long run, the target audience will recognize the campaign everytime they see a new poster, 
continue to use them and keep visiting the website on a daily basis. We hope that this will result in 
the implementation of history learning into the everyday lives of young people and in that way they 
will gain more history knowledge. 
Identifying the Sender 
The communication campaign that we are basing the project and the problem definition on is of a 
theoretical nature, but we still need to look into who a possible sender could be. This campaign has 
two potential senders: the Ministry of Education and the Ministry of Culture. It could be a joint 
campaign between the two as it covers the interests of both ministries. The Ministry of Education 
aims at providing the best possible education for all children and youth in school and make 
education for all a matter of course (UVM 2013b). They aim to do this through a “focused dialogue 
with their environment and in cooperation with all relevant parties…”3 They also explicitly 
formulate their interest in increasing the general history knowledge on their official website as 
mentioned above (UVM 2013c). 
The Danish Minister of Culture, Marianne Jelved, states in an article that “formation [in the context 
of knowledge acquisition, ed.] is a journey that we are all constantly on”.4 According to Jelved, 
culture, through experience, history and language, is what binds us together. We can draw this back 
                                                          
3 Translation from Danish: “I fokuseret dialog med vores omverden og i samarbejde med alle relevante parter sikre de bedst mulige rammer for 
undervisning og dagtilbud fra skolestart.”, http://www.uvm.dk/Om-os/Ministeriet 
4 Translation from Danish: “Dannelse er en rejse, vi alle konstant er på.” Marianne Jelved, http://www.kulturministeriet.dk/Ministeren/Ministeren-i-
klip-Se-las-og-lyt/1-november-2013-Debatindlag-i-Berlingske/, last accessed 06.12.2013 
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to our own belief that history is important and bears relevance to our everyday lives. It also says on 
the official website of the Ministry of Culture that a natural part of their mission and values are to 
seek and share knowledge (Kulturministeriet: 2013). 
Identifying the Target Audience  
Everyone should take an interest in history; indeed, we would encourage as many as possible to use 
the product. However, we target a subgroup of young people in Denmark between 15 and 20 years 
old who are enrolled in other schools and gymnasiums than STX, as history on the highest possible 
level is mandatory in STX. The main reason of targeting a subgroup is that it is easier to target a 
narrow group than a broad group of the general public. As campaign designers, we found that we 
simply had to narrow the target audience as much as it made sense. When trying to reach a 
subgroup of the public, the 15-20 year olds outside of STX, we are simply more likely to achieve 
success. Atkin and Rice present certain advantages of subdividing the public: Message efficiency 
and effectiveness. In other words, it is easier to reach a smaller, more specifically defined audience 
and it is easier to reach the subgroup if the message is tailored to the attributes and abilities of a 
certain subgroup (Atkins and Rice 2011, 5).  
In the early stages of campaign development, designers collect background 
information about the focal segments and interpersonal influencers using statistical 
databases and custom surveys to learn about audience predispositions, channel usage 
patterns, and evaluations of prospective sources and appeals. (Atkins and Rice 2011, 
13) 
We could have chosen to target STX students instead. The results would perhaps turn out 
differently, because all STX students have mandatory history teaching on A level
5
 incorporated in 
their curriculum. HHX and HTX students are enrolled in mandatory history teaching as well, but in 
specific versions. In HHX contemporary history is mandatory on B level (UVM 2013d). In HTX 
history of technology is mandatory on level C (UVM 2013e). 
Also, one might assume the STX students to be more interested in history than the HHX or HTX 
students, because they did choose the traditional version of gymnasium. The purpose of STX is to 
prepare the students for university, which might make the curriculum and the work approach more 
academic and literary. Because of this, HHX and HTX students might be more representative of 
their generation than the STX students, but they don’t necessarily have to be. As they generally 
receive much less history teaching than STX students, they might benefit more from this campaign. 
At the same time, they are easier to target in practice than people who do not attend any type of 
gymnasium, because they are enrolled in schools, and therefore somewhat easy to find. We hope to 
catch the interest of 15-20 year olds outside of school as well. Though, in these first steps of the 
campaign, they might be too difficult to target, because they are more difficult to find in practice, 
and because they could differ from the students in many aspects; interests, choice of media; 
transportation, and so on. When targeting this quite specific subgroup, we hope that they will 
contribute to spreading the product with word of mouth. 
1.1 Problem Area 
                                                          
5 Level A is the highest possible level before university-levels. Under level A comes level B, and under level B comes level C. 
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According to the empirical data that is presented further below, there is a general interest in history 
among the target audience. In spite of that, our perception is that history as a subject is not too 
popular in school. Somewhere along the way, schools fail to communicate the subject in an 
inspiring way that catches the interest of the students. The result is that although history seemed 
interesting in the first place, it ends up being perceived as ‘rather boring’. Therefore, the core of the 
communication problem is that there is an unexploited potential in the general interest of the 
students, but within the sphere of teaching, the interest is stagnated at best and lost at worst. What 
happens if we let the teachers do their job, but supplement the teaching outside the classroom? This 
project examines how this could be done. In other words, it strives to take advantage of the potential 
that lies within the target audience. 
1.2  Problem Definition 
On behalf of the problem area, the problem definition that this study strives to answer is as follows: 
In what ways could the product of this campaign be improved in order to influence 
the target audience to use it, thereby obtaining the desired effect? 
Sub questions 
As campaign designers we have formulated three working questions, or sub questions, if preferred. 
This method eases the working process by giving a step-by-step approach, making the study easy to 
understand for the reader, who can follow and examine each question at his or her own pace. More 
importantly, though, the sub questions are essential in order to investigate the problem definition, as 
we climb the ladder of Bloom’s taxonomy (Olsen et. al. 2003: 17-18). The working questions are as 
follows: 
 Who is the target audience and how do they relate to history and learning? 
 How is the product received by the target audience? 
Is it likely that the target audience will adopt the innovation? 
1.3. Delimitations 
In order to conduct our research based on the interviews, we decided to use a qualitative approach 
rather than quantitative. We could have chosen quantitative research, but such a methodology 
requires gathering a lot of data and the ulterior analysis of great amounts of information to reach 
conclusions. Qualitative methods are more convenient for this project since we can more easily 
gather information about the topic of history teaching, in particular personal and subjective 
experiences from the focus groups. This information can help us to better understand the 
relationship between the product and the targeted audience. 
When working with the theoretical framework, we concluded that from all the material researched, 
Rogers and Schrøder’s theories provided us with the theory background most relevant to our aims. 
Schrøder’s six dimensions are a very useful tool to analyse the relationship between the product and 
the reactions of the focus groups. As for Rogers theory of innovations, it explains how, why and at 
which rate a new idea is adopted and defined by the target audience. 
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We could also have used social semiotics, but this would have meant going more into depth in the 
analysis of the posters and looking more into the visual content and the form. We might have found 
meanings in the visual layout that we had not intended, which could have an effect in the possible 
reception of it. Instead, we were more interested in the actual reception of the target audience and 
would rather base the analysis on the audiences’ feedback. 
While planning the interviews in the schools, we could have decided to focus on the teachers rather 
than the students. We conducted only one interview with a teacher. It was more relevant for us to 
focus on the students’ feedback of the product, because that was the most direct way to test the rate 
of success. The teachers input is also important to get an expert opinion of the matter, but we 
wanted to use this information to back up the project rather than base it on it. 
This project could also have sought input from an interview within the ministry of culture and/or the 
ministry of education. We realised it was very difficult to arrange a meeting with them, and we also 
had feedback from another group having unsuccessfully tried before us. 
In regards to the choice of the focus groups, we wanted to find students who at present were 
preferably not enrolled in any history courses, as explained in “Identifying the target audience 
(p.7)”. The HHX and HTX students were within the right age group, while not receiving a high 
level of history education, and neither of the classes used for the focus groups were having history 
lessons at the time of the interviews. 
We also had a time limitation that demanded getting hands-on with the study as soon as possible. 
As the analysis was mainly based on the input from the interviews, we had to schedule the 
appointments far enough in advance so as to have time to properly analyse them and draw 
conclusions. 
All in all, this project report is delivered according to the delimitations imposed by the theoretical 
framework as well as the practical limitations when conducting the empirical research. 
2 Theory 
The two theories used in this project are Kim Schrøder’s Reception Research theory and Rogers’ 
Diffusions of Innovations.  
The choice of theories is made in accordance with the needs of the campaign. Firstly, when 
applying Reception Research we seek theoretical support to learn how to analyse the impressions 
that the product and the campaign has on the target audience. Making use of Schrøder’s six 
dimensions model as explained in Reception Research is a practical tool to analyse the campaign. 
The model becomes of special relevance when we apply each of the dimensions to the actual 
feedback from the target audiences. 
Even though the six dimensions model works very well for the purpose of this project, it may also 
be limiting the depth and variety of interpretations that we can do of our empirical data. Therefore, 
we have chosen not to use this model alone. We decided to use Rogers’ Diffusion of Innovations 
model, because it adds depth and a different perspective.  
 
History teaching beyond the classroom  Fall 2013 
Communication Bachelor 
10 
Rogers’ Diffusion of Innovations model focuses on the conditions that explain whether a new idea, 
product or technology will be adopted; moreover it is a model that offers several advantages. 
Firstly, we are working with an innovation, which means that it is crucial to understand how 
potential adopters will perceive it. For example, we could study how the innovation is an 
improvement in regards to previous products, and how it differs from the existing material. Another 
focus could be put on what needs to be improved, and/or the testing of the potential adaptability and 
usability of the product. Rogers theory can provide us with clues to follow when aiming at 
improving an innovation that is pending. 
2.1  Reception Research 
The Reception Research as explained in Schrøder’s “Researching Audiences” draws its theory from 
humanities and its methodology from the social sciences (Schrøder et. al. 2003 quoting Jensen, 
p.123). The qualitative interview is the preferred methodological approach of reception research, 
either through individual in-depth interviews or focus group interviews, where the target audience 
gets the opportunity to voice their experiences and receptions of the media material. Reception 
research considers questionnaire-based analyses as well as semiotic analyses to be unable to portray 
the complexity of the target audiences’ experience of the media product. According to Schrøder et. 
al., reception research “explores the encounter of active audiences with media meanings” and 
regards meaning “as a joint product of text and reader”. He also claims that “the situational and 
social contexts of reading affect the meanings actualized by audiences.” The cognitive approach to 
reception research has its theoretical foundation in schema theory (Schrøder et.al. 2003, p.133). 
Schemas serve for the individual as a vital means of economizing on mental energy in the execution 
of everyday routines, including the encounter with media content, because new situations are made 
sense of in accordance with existing schemas of perception and understanding, functioning as 
structured but adaptable recipes for appropriate perception, response and conduct in specific 
situations (ibid.) 
This takes us to the concept of polysemy (Hall, 1973[1980]; Morley, 1980; cited in Schrøder, 2000: 
234), which is present at the connotative level of meaning. At this level, the product can be 
understood very differently depending on the perspective of the reader (Schrøder, 2000: 236). 
Polysemy is what results in different outcomes when testing the product. It is “usually 
conceptualized as a textual property of openness that invites readers to actualize the meanings they 
want [...] to generate from the verbal and/or visual signs of the media message” (Dahlgren, 1998; 
Jensen, 1990; cited in Schrøder, 2000: 239). Polysemy is thus a very important element to bear in 
mind during the analysis. When analysing, we look at the different rewritings of the audience’s 
perception of the product. Polysemy is present throughout the interviews, as some of the posters 
gave way to discussion about what was the actual message behind the product. 
Motivation 
The dimension of motivation is relevant to the project as it deals with “the ‘link of relevance’ 
between the readers’ personal universe and the universe perceived to be presented by the text” 
(Schrøder, 2000: 245). 
Comprehension 
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The dimension of comprehension lies on the actual definition of the sign (i.e. the print media 
product, the posters) as well as the relationship that exists between the sign and its representation 
(Pierce, 1985). The polysemic nature of the sign can explain the diversity of the focus groups’ 
readings of the product (see e.g. Hodge and Kress, 1988; Jensen, 1991, 1995; Schrøder, 1994; cited 
in Schrøder, 2000: 245). Therefore, comprehension is a helpful tool for us to assess the 
effectiveness of the communication campaign. In regards to comprehension, we have to bear in 
mind that it is a decoding continuum “from complete divergence from to complete correspondence 
to either the encoder's intended meanings or the readings produced by other recipients” (Schrøder, 
2000: 246). 
 
Discrimination 
According to Schrøder, this dimension has to do with the informants, or the senders, awareness of 
the mechanics of a media text, as well as its aesthetic attributes and the way it is constructed. 
Empirical research on the concept of discrimination indicates that actual readings are likely to be 
commuting between different positions on the continuum of reading positions, although some actual 
readings belong to relatively consistent positions on the continuum (Liebes and Katz, 1986; 
Schrøder, 1988).  
Position 
In Schrøder’s dimension of position, we find contradictory readings from members of the audience. 
The concept of position investigates the reader's agreement with what he or she perceives to be the 
message of the text (Schrøder, 2000: 249). Therefore, it is relevant in the reception research, for 
instance analysing whether the message of the product is interpreted homogeneously by the target 
audience. 
Evaluation 
Applying the dimension of evaluation and the concept of the 'preferred meaning' makes it possible 
to assess how the meaning that the senders encoded in the message matches what the target 
audience perceives. While the dimension of position looks for the ‘subjective’ experience, the 
‘evaluation’ investigates the ‘objective’ experience of the reader. 
Implementation 
Schrøder's dimension of implementation can simply be explained as assessing how the product 
achieves its desired effect. In the case of the product, implementation is how the posters lead to the 
intended change making its way into the everyday lives of young people. 
2.2 Diffusion of Innovations 
The Diffusion of Innovations model is a framework of change that was designed by Everett Rogers 
(1995). It has served as a conceptual framework for many social studies and works as an excellent 
guide for practitioners. According to Rogers; “Diffusion is the process in which an innovation is 
communicated through certain channels over time among the members of a social system” (Rogers, 
1995: 206). The model consists of five variables that determine the rate of adoption of innovations: 
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Attributes of Innovations, Types of Innovation-Decision, Communication Channel, Nature of the 
Social System and Extent of Change Agent’s Promotion (Rogers 1995, Ellsworth 2000). 
2.2.1 Innovation-decision process 
One of the general findings of Rogers’ Diffusion of Innovations model includes The innovation-
decision process, which describes the detailed steps one has to cross in order to decide whether to 
adopt an innovation (Rogers 1995: 161). The author states that a decision process can be decided 
both by an individual or as a group. The innovation-decision process begins with the knowledge 
stage, where according to the author one cannot begin with an adoption process without extensive 
knowledge about the actual innovation (Rogers 1995: 164-165). This knowledge can be obtained 
from books or TV commercials, or even from a peer or a teacher. When the knowledge stage has 
been achieved, one reaches the persuasion stage, which is the moment when one begins to show 
interest in an introduced technology or product due to the features which that specific innovation or 
product contains (costs, user reviews, functions etc.). At this stage, one decides whether he or she 
wants to adopt the technology and include it in his or her regular activities. 
At the decision stage, one makes a choice whether one actually wants to use a product. This stage 
usually consists of weighting the disadvantages and the advantages that a potential product can offer 
(Rogers, 1995: 171). Rejection occurs when one decides to exclude the product from one’s daily 
activities. On the contrary, decision means that a behaviour is favoured towards a 
product/innovation/technology. 
The implementation stage occurs when a person starts to use an introduced technology or a product. 
The author points out that sometimes this process might be very time consuming, because people 
has to adapt to the product and sometimes this means that an extensive knowledge base is required 
in order to use it. At the re-invention stage, one has to modify a technology to better meet her or his 
needs and improve its overall compatibility (Rogers, 1995: 174).  
The next stage is known as confirmation stage. At this point, one completes the decision towards 
the innovation and adopts it. Last but not least, the discontinuance stage occurs, which is the 
moment when one decides to disregard a technology or a product. This might happen because of 
various reasons: obsolescence, replacement and disenchantment. Obsolescence occurs when the 
expectations of a product are limited and the individual is no longer willing to use it. Replacement 
happens when one decides to replace a broken technology with a new version: this can easily occur 
when a new generation technology is introduced to the market (Rogers, 1995: 182). 
Disenchantment might occur if one is dissatisfied with the technology and simply stops using it. A 
model of the variables can be seen in figure 1 (Appendix 4). 
2.2.2 Attributes of Innovation 
The report will also focus on another of Rogers variables, the Attributes of Innovation, as we 
believe it to be most relevant for the project. We find the Attributes of Innovation to be important to 
the project because they are a valuable source of information that provides detailed insight on the 
new product and what has to be considered before launching it. 
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Rogers describes his model as an “uncertainty reduction process” (2003: 232), and he states that 
Attributes of Innovations helps to understand the uncertainty about the innovation. For instance, the 
number of individuals who adopt an innovation for a period of time can be measured as the rate of 
adoption of the innovation. Furthermore, Attributes of Innovations include five variables; relative 
advantage, compatibility, complexity, trialability and observability. A model of the variables can be 
seen in figure 2 (Appendix 4). 
Rogers reports that 49-87% of the variance in the rate of adoption of innovations is explained by 
these five attributes (1995: 206). He states that the “individuals’ perceptions of these characteristics 
predict the rate of adoption of innovations” (2003: p. 219). 
Of this five variables, we apply all but observability. The variable of observability is not applicable 
to the product since it is not possible to test the difficulty of using the product yet. 
Relative Advantage 
Rogers defines relative advantage as the degree to which an innovation is perceived as being better 
than the idea it supersedes (Rogers 1995: 212). A specific advantage usually bears economic 
profitability, but this case it is a public communication campaign (Atkin and Rice 2013: 3) with the 
goal of getting the target audience involved in history learning. 
Compatibility 
Some scientists state that relative advantage and compatibility were perceived as identical or at least 
in some parts similar to each other, whereas Rogers (2003), claims that these characteristics are 
completely different. Rogers  states that “compatibility is the degree to which an innovation is 
perceived as consistent with the existing values, past experiences, and needs of potential adopters” 
(2003: p. 15). Such compatibility helps the individual give meaning to the idea and makes it seem 
familiar. On the other hand, a lack of compatibility in the project or product may negatively affect 
the individual’s perceptions. It is important to design a product that is compatible with the 
individual’s needs, as it will speed up the innovation process. Rogers suggests that even the naming 
of an innovation is an important aspect and has to be chosen wisely (1995: 224). 
Complexity  
Complexity is defined as “the degree to which an innovation is perceived as relatively difficult to 
understand and use” (2003: 15). Rogers states that complexity, as opposed to the other attributes, is 
negatively correlated with the rate of adoption. A new idea may be classified on the complexity-
simplicity continuum, as some innovations are clear in their meanings to potential adopters whereas 
others are not that clear (Rogers, 1995: 235-2003). Thus, excessive complexity of an innovation is 
an important obstacle in its adoption. 
Trialability 
Trialability is explained by Rogers as being “the degree to which an innovation may be 
experimented with on a limited basis” (2003: 16). The author states that this module positively 
influences individual behaviour on the rate of adoption that might speed up the process if it has 
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been used in the right way. It is important to test a product, as many times as possible, since the 
more the target audience tries a product, the faster and more successful the adoption will be. 
3 Methodology 
3.1  Philosophy of Science 
As researchers in a scientific project, we examine the philosophy of science in order to map the 
field within which we work and to justify the methodology being used. The project is developed 
within the field of hermeneutics, because when doing reception research, we investigate 
interpretations. Therefore, this report comprises Hans-Georg Gadamer’s ontological perception of 
the human being in three aspects; humans are 1) interpreting beings, 2) historical and final beings, 
and 3) linguistic beings (Højberg 2009: 321). According to Gadamer, our entire existence as human 
beings relies on and is structured by understandings. Furthermore, understandings constitute how 
we exist and how we perceive the world. In other words, Gadamer is ‘ontologising’ understandings 
(ibid.) in the sense that understandings are fundamental in the ontology of human beings. 
In this report, Gadamer’s theories are not only used as an overall philosophical framework, but also 
as a methodological tool as we analyse hermeneutically. This framework justifies our use of 
qualitative research, as it is the best method to investigate and analyse understandings. Therefore, 
the framework is highly suitable for reception research. When doing reception research, the 
methods are qualitative, the focus group interviews examine understandings and perceptions, and 
the analysis itself is hermeneutical. The philosophy of science from Gadamer’s theory is well-
integrated in the project. 
3.2 Methods of Working 
This study presents a draft of a campaign made on behalf of communication theory taught in the 
print media workshop held by Pernille Eisenhardt at Roskilde University. Not much research was 
done before designing the campaign, because of scarce resources. We chose an inductive method of 
working, meaning that the theoretical framework was applied after having collected the empirical 
data (Olsen 2003: 151). Using an inductive method in the project means that the analysis takes its 
point of departure from particular examples, from which to draw general conclusions. Empirical 
research along with the theories form the base of the project analysis and the discussion. 
Therefore, we need to find a reliable methodology that can give us the steps to follow when using 
interviews as sources. We will apply Steinar Kvale’s Seven Stages of an Interview Inquiry (2009) 
as follows: 
First of all, when thematizing we formulate the purpose of the investigation prior to conducting the 
interviews. Second, we proceed to the designing of the study, taking into account all seven Kvale 
stages. Third, we conducted the interviews based on interview guide. Fourth, we applied Kvale’s 
stage of transcription, writing reviews of the interviews to use for the analysis. Fifth, we did the 
analysis choosing the proper methods according to the nature of our interview material and the 
theories discussed. Sixth, we can ascertain the generalizability, reliability, and validity of the 
interview findings after conducting four different focus groups. From the interviews we got both 
input in common (generalizability) and results that differed from interview to interview, which in 
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order to test the product gives us valid and reliable feedback to work with. Last of all, we report the 
findings and the methodology applied in the study with scientific criteria. 
3.3  Qualitative Research 
When doing empirical research, as well as any other type of research, it is important to know which 
tools to work with. The qualitative research approach was chosen because it is primarily concerned 
with practice and process rather than outcomes, which was also our main objective (Sociology, 
2013). The main advantage of using qualitative research is that it is suited for in-depth examination 
allowing the researcher to go into detail. Qualitative research is suitable when doing reception 
research, because the purpose hereof is to go into depth and to analyse and interpret understandings 
and perceptions (Sociology, 2013). 
Qualitative research is much more suitable to examine complex questions than quantitative 
methods. On the other hand, using qualitative research approach includes several pitfalls, such as 
subjectivity that leads to procedural problems or too detailed comprehensive approach to data 
gathering which limits the scope (Sociology, 2013). Qualitative research also requires quite a lot of 
time and resources. 
3.3.1 Using Focus Groups 
In this project we have chosen to conduct group interviews with several focus groups as our way of 
collecting the empirical data that we need. The uniqueness of a focus group is that we can gather a 
cross sectional data in a limited time frame. We have chosen this method, because our objective was 
to test the product prior its launch. Using focus group interviews allows our participants to feel 
comfortable with each other as well as the subject of discussion which allows them to easily 
participate and engage in discussion. It is worth mentioning that according to Bente Halkier, a focus 
group and a group interview is not necessarily the same thing (2009: 9), although they can be easily 
confused. Halkier describes focus groups strictly as “a research method where data is produced 
through group interaction around a subject decided by the researcher” (Halkier 2009: 9, interpreted 
from Morgan 1997: 2, own translation). She would likely not call a semi-structured group interview 
like ours a focus group interview, but we disagree with her on that point. Although the first part of 
the interview has the structure and shape of a normal group interview, the full interview can be 
considered a combination of the two. Especially the second part of the interview regarding the 
product reception has such a loose structure with open questions that the interactions among the 
interviewees become data producing in its own right. For example the questions “What do you think 
about these posters?” and “What would you change?” opens up for an interactive discussion where 
the interviewees can voice their different opinions, affect each other and even change their minds 
along the way. The questions are relating only to our chosen subject (the posters), and this is one of 
the traits that Halkier claims for her definition of focus groups. Halkier states that focus groups are 
often used in relation to marketing and campaigns, of which the latter is what the project concerns 
and would thus strengthen the choice of using focus groups (Halkier 2009: 11). 
Strengths and Weaknesses 
One of the disadvantages of using focus groups in interviews is that each person has less time to 
talk than in individual interviews. This means that you collect less knowledge about the 
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participants’ personal life world. Also, Halkier claims that it can be hard to register atypical 
individual behaviour and interpretations. (Halkier 2009: 13) The focus group participants might also 
avoid expressing certain things in the context of the focus groups that they would not hesitate to 
express in other contexts. We also have to take into account the disadvantage that there may be a 
tendency to either conformity or polarization within the focus group (14). On the other hand, using 
focus groups is a good way to gather information about interpretations by as well as interactions 
within social groups. As Halkier describes it, the strength of the focus group is that the social 
interaction among the participants is the source of the data, and it is possible through the focus 
group to create more complex data than in individual interviews (14).  In the case of our study, to 
answer the problem definition by collecting data on a social groups’ – in this case the HTX and 
HHX students’- interpretation of the campaign posters, thus the use of focus groups can be justified. 
All interviewees remain anonymous throughout the report. Their names are not relevant to the 
project as our interest lies in the general and not the individual reception of the group interviews. 
3.3.2 Choosing the Focus Group 
When choosing the focus group we had to decide on specific criterias that we need the focus group 
to live up to. Halkier states that it is important to decide on certain characters for the focus group as 
you need to make sure that the problem is represented in the selection. The choice needs to be 
“analytically selective” as she puts it (Halkier 2009: 26-27). Firstly, this means for us that the focus 
group has to be taken from within the target audience that we describe in the introduction chapter 
We wanted them to be segmented, i.e. a mixture of age, sex, background etc. They had to be within 
the age group 15 to 20 years old, and we prefered mixed sexes to get a balanced perception and to 
keep it somewhat representative. We did not wish the focus group to be attending STX as we would 
rather have young people who have not attended that high a level of history teaching as theses 
students has. We would still like some diversity in their background and the school system they 
attend. According to Halkier, the more criteria you have for the focus groups, the more groups you 
might need to cover all of these criterias. She also states that you need more groups if they are your 
only source of empiri, compared to if you collect additional data from other empirical sources. 
(2009: 35). As we had decided to use only focus groups as the means of gathering empirical data, 
and in addition had several criteria the participants needed to live up to, we would need several 
focus groups. Halkier also says in her book that if you wish to get many different perspectives, 
using larger groups can be  advantageous (2009: 34). 
As a result, we conducted four semi-structured interviews with four different groups of students, 
and also an individual interview with a teacher. Using two already existing classes meant to us that 
some of our criteria would naturally already be filled and there is already a segmentation among the 
students. The classes consisted of a mix of sexes, ages and the students also came from different 
social backgrounds. Two of the interviews were with a 1.g class (age 15-17) from 
Handelsgymnasiet København Nord (HHX) and two with a 3.g class (age 17-19) from Roskilde 
Tekniske Gymnasium (HTX). Respectively, group #1 consisted of 14 HHX students being 
interviewed by Kuzmina and Palvig, while group #2 consisted of the same amount of HHX students 
being interviewed by Karlsson and Madsen. Group #3 consisted of 12 HTX students interviewed by 
Palvig, and group #4 consisted of 13 HTX students interviewed by Karlsson and Madsen. In 
addition, having the focus group interview in a familiar setting, i.e. a classroom, and the fact that the 
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students already know each other, meant that communication between them would be less awkward 
and they would feel at home (Halkier, 2009: 28-29). 
The interview with the teacher, who we consider an expert and a gatekeeper as well as part of the 
secondary target audience, was conducted by Palvig.  
3.3.3 Interviews 
The method of interviews is used in this project as it is a good tool in qualitative research since it 
provides the researcher with direct information from the target audience, and can thereby provide 
the means to test for example responses to or receptions of what the researcher is looking into. In 
their book “InterView” (2008), Steinar Kvale and Svend Brinkmann define the concept as “a 
conversation that has a structure and a purpose” (2008: 19). The purpose of research interviews is 
to gather information on interviewees’ perception of chosen topics, and also to create knowledge 
through conversation in the interaction between the interviewer and the interviewee (2008: 18). It is 
important to note that even though an interview seems like a conversation between two individuals, 
it is an unequal setting: the interviewer sets up the theme and the structure in order to perceive 
his/hers intended goal: to attain knowledge on the chosen subject (2009: 19). 
The interviews that form the empirical research of this report are semi-structured, which allows 
room for a free flow of conversation among the interviewees. This form of interview is more open 
than a structured interview, which is used in statistical surveys (Wengraf, 2001: 5). By using semi-
structured interviews we hope to achieve a forum of open discussions, but they should include a 
framework of different themes to follow, which is why we have decided to use set questions based 
on different themes of relevance. The focus group interviews have two purposes: Target audience 
research and reception research. The first will be divided into a further three subsections; internet 
use, everyday life and history. 
Additionally, we made an expert interview with a teacher, in order to add another dimension to the 
analysis and get an expert and gatekeeper’s point of view on the students’ general reception of 
history teaching. 
3.3.4 Interview Guide and Content  
We divided the interview into two parts. The idea with the first part is to get to know the focus 
group, and is divided into a further three sections: one with questions regarding internet use and 
knowledge about media; the second section is about the interviewees themselves, their hobbies, 
public transport use etc.; and the third section concerns learning and history. In the second part of 
the interview, we presented the posters and posed the relevant questions regarding their perception 
of it. 
Using the theoretical framework, we have applied Schrøder's multi-dimensional model of audience 
discourse in shaping the interview guide, to ensure that we cover every aspect of the receiver’s 
interpretations of the product. The multi-dimensional approach is more useful in covering the 
complexity of the audiences’ readings of media products than for example Stuart Hall’s one-
dimensional framework. In this section we present each of Schrøder’s six dimensions, provide 
reasons why they are useful for the purpose of our work and how we cover them in the interview 
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questions. We will also be presenting how we apply the two variables from Rogers Diffusion of 
Innovations that this project makes use of. 
Six Dimensions 
Schrøder divides the six dimensions into two groups. The four first dimensions; motivation, 
comprehension, discrimination and position, are ‘reading’ dimensions, that are all related to each 
other and concerns what Schrøder calls ‘interior’ reading processes. Quoting Schrøder, these are the 
processes “in which informants’ subjectively experienced meanings are produced in specific 
situational contexts” (Schrøder 2000: 243). The two other dimensions; evaluation and 
implementation, are called ‘implications’, which he describes as “those in which the subjective 
meanings may be rated by the analyst in light of their social significance” (Schrøder 2000: 243). 
Here follows a short explanation on how we apply the dimensions in our empirical research, 
through the interviews with both the students (the primary target audience), and the teacher (the 
gatekeeper). 
Motivation 
In the interviews we cover the dimension of motivation by asking the students questions regarding 
themselves and their hobbies, learning and interest in and attitude towards history. By getting 
personal information about what they like doing in their spare time, we can draw a more accurate 
picture of what these students normally do outside the classroom. In order to investigate their 
willingness to try out the new form of learning from the product, it is also necessary to understand 
what learning means to these students and what their general attitude towards history is.  
We have also formulated a question for the teacher to investigate the students' motivations 
regarding history, thereby applying Schrøder's dimension of motivation from a different 
perspective. 
Comprehension 
The dimension of comprehension is portrayed in questions in part 2 of the interview regarding the 
posters language and images used. The posters were the only signs for the target audience to 
decode. Therefore, it was very important to assess the comprehension of the product properly so as 
to know the level of understanding the audience grasps at first glance. The teacher’s perspective is 
relevant in assessing an expert’s thoughts on the posters for the eventual relationship between the 
product and the target audience. We assume the teacher to know the target audience well enough as 
to assess about the possible outcomes from the students’ interpretation of the product. 
Discrimination 
We ask the students about their internet use, knowledge and access to it, to find out if the target 
audience at all possesses the ability to perform all the possible 'readings' of the product. It is 
necessary for us to know to which degree they are familiar with and have access the technologies in 
order to address the audience effectively. 
Position 
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To cover this dimension we ask both the students and the teacher whether teaching exists only in 
the classroom, whether it should only exist in the classroom, and if the teacher would like the 
students to be interested in history outside the classroom. This is to investigate whether the 
interviewees, in their subjective experience of the text, are able to decode the perspective, that 
young people should be able to learn history outside of school, and if they agree with this. The 
intention is similar when questioning the teacher which subjects he thinks the students are most 
interested in. Does the teacher understand or maybe even share our idea that there is a need for such 
a campaign? 
Evaluation 
We look for valid grounding for the campaign by asking whether the students themselves see a 
possible need for such a campaign as we are suggesting. 
Furthermore we cover the dimension of evaluation by investigating the impact of the characteristics 
of the posters. We do this by asking what they think about them. The answers should uncover 
differences between the intended effects and the actual effects. Asking the students how they would 
improve the posters is relevant to in depth with their perception and ‘social subject-matter of the 
message’ (Schrøder 2000: 251). 
Questions for the teacher concerning evaluation are similar to the ones for the students. Again, we 
are looking for valid grounding from the teachers’ perspective and the teachers input on the 
relevance of the campaign to the chosen target audience in its social setting. 
Implementation 
We look at the dimension of implementation by asking students as well as the teacher whether the 
posters evoke curiosity and an interest to pursue the answer. We wish to find out if the product 
could be successful, but we are aware that even though the target audience might find the posters 
interesting, they might at the same time perceive it as irrelevant, untrue or just too time consuming 
for them to want to pursue the answer. They can be interested in the questions, but not in what the 
questions invites (i.e. a visit to the website). 
Questions regarding the students’ use of public transport look at the possible practical app of the 
planned communication campaign. Will we find the target audience in the places where the product 
is intended for? All in all, the answers to these questions should give us an idea of whether or not 
the product has the potential of achieving its desired effect so that change can be implemented. 
3.3.5 Diffusion of Innovations 
As mentioned earlier, Rogers' Diffusion of Innovations model has been used in order to understand 
whether the product can offer various advantages for the final users and whether they will be able to 
adopt the innovation. Due to the limited space and time frame, it has been decided to focus the 
project on two of Rogers variables on how to determine the rate of adoption of innovations. The two 
variables that apply to our study are Attributes of Innovations and Types of Innovation-Decision 
(Rogers 1995, Ellsworth 2000). This allows us to go into the details of the sub-sections and apply 
theory that is relevant for the project. 
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3.3.5.1 Innovation-Decision Process  
Knowledge Stage 
The knowledge step consists of the detailed steps that one has to take in order to adapt to the 
innovation that has been introduced to the users. In the beginning of the interview we asked the 
target audience, whether they had any experience with QR codes and whether they would be able to 
use them, if required. Central to the product is the use of QR codes, which is fundamental to get the 
answer to the question presented in the poster. It is essential to find out, whether the target audience 
has previous experiences with such technology and if they will be able to use it. Bringing up these 
questions will allow us to conclude whether the target audience will be able to adopt the technology 
and use it in their daily lives. 
Persuasion Stage 
We look at the persuasion stage by asking students if they are interested in our ‘final’ product and 
whether they will be able to use the technology. This is essential in order to get the most out of the 
final product. We have asked for their overall comments to see if the feedback we got from the 
target audience regarding the features, design and functions are appealing to them. 
Decision Stage 
When applying Rogers’ decision stage we aim at understanding whether the product may be 
adopted by the target audience, pointing out the various advantages and disadvantages that the 
product might have. At this stage of the interview, all details have been carefully discussed and 
pointed out by the interviewees, and they have also reached their own conclusion on whether they 
might use the product or not. This stage has not been applied as such in the interviews, but we can 
trace it from their answers and apply it in the discussion chapter. 
Implementation and Confirmation Stage 
The implementation stage according to Rogers’ occurs when a person actually starts using the 
product. As the product has not been launched yet, we cannot point out the adoption process and 
how the experience of consuming it was for the target audience. 
We use the confirmation stage by asking students whether they like the concept of the product and 
whether they would be willing to incorporate it into their everyday lives. If their behaviour has been 
favourable towards the product, we assume that the target audience has adopted the final product. 
At this point, it is very hard to identify whether the product will actually succeed and if the change 
will be implemented by the potential users. The reason is that the participation rate was low, as the 
product has only been tested on 53 participants. 
3.3.5.2 Attributes of Innovation 
Rogers variable Attributes of Innovation has not been applied to the interview questions, as it is 
challenging to apply to the questions as such. Instead, the variable is applied to the answers that we 
received from the interview. It will then be used in the analysis and the discussion to help us find 
the qualities that the product possesses and what we need to improve on. 
 
 
History teaching beyond the classroom  Fall 2013 
Communication Bachelor 
21 
3.3.6 Method Evaluation: Reliability and Validity 
The internal and external validity of the study is deemed to be satisfactory, due to the thorough 
conceptual framework and underlying findings. Due to the fact that a qualitative method analysis 
was chosen, it was challenging to find different parts of the questionnaire that were based on earlier 
works of other authors in the field. One of the issues undermining internal validity could be the fact 
that the product was tested based only on four focus groups from two school classes. The results 
could be undermining, as the product should be tested on more focus groups, thus helping to get 
more detailed feedback. The validity of the results is questionable, however, as the sample might 
not be entirely representative, since only two classes were interviewed. 
We would suggest that there are a few different ways to improve on the validity. Firstly by setting 
clear objectives and goals that are clearly defined and operationalized. Secondly by testing the 
product on more focus groups, which allows us to receive more relevant feedback. Thirdly by 
comparing our results with other studies or data that are similar and are available for us.  
Reliability could be improved by organizing the same focus group interviews after a short time, 
which would allow us to see the correlation between the two interviews and evaluate the test for 
stability over time. Moreover, the repeated interviews should take place in different rooms and time 
which will allow us to exclude non-response bias, which might have occurred on the first interview.  
In this project we make use of a qualitative data approach, hence the validity and reliability are 
difficult to measure. This means that the results should be treated with special caution when 
analysing and reaching conclusions: we cannot rely on purely objective statistical data, as would be 
the case with a quantitative approach. Despite this, choosing qualitative research as a method of 
working was more relevant to this project considering that focus group interviews, in this case, 
leave more room for the participants to engage with the product and discuss it. In order to meet the 
goal of the campaign it was more interesting to research the personal reactions and suggestions 
towards the product we were presenting. 
According to Schrøder’s theory on reception research, the focus group interviews are a very 
accurate method to test the product, and with the expert interview the campaign is evaluated from 
an external opinion. 
4 Analysis 
The layout of this analysis follows a somewhat similar structure to the way the interviews 
themselves were structured. It is divided into two parts: Target Audience (4.1) and Product 
Reception (4.2), and hereafter further divided into subsections. 
4.1 Target Audience 
4.1.1 The focus group 
The HHX interviewees are between 15-17 years old. The HTX interviewees are 18-20 years old. 
Regarding the question on their spare time, many mention fitness and sports, others mention parties 
and drinking, and yet others mention jobs, religion, food, games and computers. The general 
consensus is that school is what takes up most of their time. As one student puts it: 
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“We barely have a life anymore, because of school, but, normally, we had some other interests than 
school”6 
In addition to this, the HTX students also spend their time on things that are school related, such as 
design, architecture, programming and information seeking. Another general pastime that is 
recurrent among all the interviewees is the use of social media. 
When asking the students about how they get to school, the answer was that a majority of the 
students use public transportation every day; only a few walk, cycle or drive. Furthermore, a lot of 
the students who do not use public transport to get to school, still used public transport on a regular 
basis. 
 
4.1.2 Media and Technology Usage  
Not surprisingly in this era of technology, the students use the internet quite a lot. “We use it [the 
internet, ed.] all the time!” one HTX student claims. “Both socially and professionally, we use it all 
the time,” adds another. 
Of the time they are on the internet, the largest part is generally spent on social media and 
entertainment. However, the students also use the internet for school work and information 
research; “I don’t think it’s possible to get through gymnasiet without it [the internet, ed.]” one 
interviewee reflects. The HTX students spend more time on research out of sheer interest than the 
HHX students. 
“Well, I often go [online, ed.] and read about all sorts of weird stuff, that we don’t learn in school. 
I’m very interested in history, unfortunately, we don’t have that here, so I often read about all sorts 
of stuff [on the internet, ed.], one student claims. Another adds: “Well, yeah, I think often you have 
some interests, and then you learn from them,” but gets interrupted by a classmate: “Yeah, you 
watch a lot of boring tv-shows”. “Yeah, [laughs] I do. I like to learn about those kinds of things, 
like what happened in the 19th century”. A third student adds: “Yeah, and learn to program and 
build things! [...] Yeah, it depends on your hobbies… [...] I don’t think many of us spend time on 
researching for school work outside of school [...] it probably mostly out of interest”. 
All in all, many of the students actively research on hobby-related topics, for example history. They 
found it hard to say whether they are interested in history as a whole, because some topics within 
history interest them a lot, while they take no interest at all in others. As described in chapter 2.1, it 
is necessary to establish a link of relevance in order for the text to motivate the target audience. 
Accordingly, we campaign designers should consider the interests and preferences of the target 
audience when developing the product, because if they can relate to the poster through, for example, 
a personal interest, then they are likely to consider the media message to be “worth their while”, 
which will influence them to use it (Schrøder 2000: 245). This suggests that the product should be 
designed with this in mind. For example, a potential website could be divided into topics in order to  
maintain the interest of the target audience. As according to Rogers, an individual makes an 
                                                          
6
 All quotes are our own translations. Quotes from interviewees are written in italics, while quotes from e.g. theorists are not. Short quotes that 
contribute to a sentence are not written in italics either. 
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important decisions and choices over time where he or she evaluates a new idea and decides 
whether or not to incorporate the innovation/product into their daily live (1993: 161). 
4.1.2.1 Discrimination and QR codes 
The questions regarding the use of smartphones and QR codes are very relevant, considering the 
increasing importance of these two elements today. According to statistics in Denmark, smartphone 
use increased from 33% to 77% in the past four years (Bertel, 2013). This finding is backed by 
another survey from the same year, which similarly found that among the 16 to 19-year-olds, 75% 
owned a smartphone (Bertel, 2013). Through the interviews we found out that 24 out of 28 HHX 
students compared to 24 out of 25 HTX students own a smartphone. Accordingly, the product 
should be able to reach most of the target audience. However, according to Schrøder’s dimension of 
discrimination, the campaign discriminates individuals in their access to the product. Even though 
the majority of the interviewees have access to scanning QR codes, we cannot be sure that every 
individual in the target audience is familiar with or has access to these technologies. If we consider 
the focus groups to be representative of the target audience, 9% of the target audience is 
discriminated against. 
  
Scanning QR codes 
On the other hand, we also found out that the focus group rarely scans QR codes. In general, they 
scan them between once every six months to once every other week. 
“When QR codes were invented, everyone thought that it was so amazing, communicatively, that it 
was going to revolutionise the world, and that, well, I don’t know what I think, I don’t think it has 
become anything, really” 
A possible explanation for rarely scanning the QR codes could be that the target audience needs to 
be intrigued before scanning it, and they simply rarely find QR codes that are worth the trouble. In 
Schrøder’s words, the existing communication campaigns lack a link of relevance with the 15-20 
year olds. It is certainly the impression of the campaign designers that there are plenty of QR codes 
to scan, so the problem might lie in the perception of the communication campaigns using QR 
codes or in the usage itself. When the target audience goes through the trouble of scanning the QR 
codes, the purpose is often to use a certain commercial offer, although some of the HTX students 
made school projects using QR codes. Here Rogers compatibility stage comes in. Author states that 
“compatibility of an innovation with a preceding idea can either speed up or retard its rate of 
adoption” (Rogers, 1995: 225). At this point, it is very hard to predict whether innovation will be 
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adopted or rejected by our target group. Old ideas are the main mental tools that individuals utilize 
to assess new ideas (Rogers, 1995: 225). 
“At one point, we used QR codes quite often, because the school had a soda machine, where you 
could [scan, ed.] QR codes to use it. Other than that, we don’t really use it,” one student tells us. 
“There was also the McDonald’s app and Tuborg’s christmas calendar,” adds another. 
Audiovisual Media 
The students prefer watching movies to reading, meaning their engagement with print media is 
limited. The impression from the interviews is that as a general rule, movies are always better than 
books, even when they are boring or poorly made. 
“Regarding school and stuff like that, well, right now, we are [learning, ed.] about [Shakespeare’s, 
ed.] Macbeth, and I thought it was pretty boring to just sit and read texts, but then we watched a 
movie, and it suddenly became interesting,” a student notes. Another disagrees: “[laughter] that 
movie, right? That movie [...] it was so, ohhh, [...] it was so slow and there was way too much 
speech and monologue [...] compared to that it had to keep me interested. If I’d seen voluntarily, it 
would probably have been different.” The first student concludes: “But it made it more interesting, 
than just sitting and reading old texts, then, it made it more interesting, when there were suddenly 
pictures, and they were walking around in armour and that stuff, I thought that was interesting… 
and funny”. 
The interviewees have a stable a priori motivation towards audio-visual media. Therefore, there lies 
a challenge in that this campaign consists of a print media product; it can affect the motivation of 
the audience. The campaign addresses this challenge by keeping the text to the point; short, simple, 
and easy to understand. According to the empirical data, very short texts can serve well as 
entertainment. Therefore, the campaign may be successful in motivating the target audience 
anyhow, but could benefit from considering the use of other channels and methods of 
communicating. For example, all of the interviewees engage in social media, which should be taken 
into consideration when evaluating the product. It suggests that if the final product engages 
somehow in social media, the chance of succeeding within the implementation of the product is 
enhanced, which will be elaborated throughout the report. 
4.1.3 History Learning 
The interviewees also tell us that they prefer learning history ‘first hand’ and by being involved. 
They mention travelling, seeing historical objects, museum exhibitions or visiting interesting places 
as learning methods that involve them. 
“For example, we’ve been going on a lot of trips with architecture class, like three trips this year 
[from August to November, ed], and we just walk around, like, that’s what we really benefit from,” 
claims an HTX student, and another adds: “But it depends on the subject. For example, it’s 
probably difficult to go on trips with math class”. A third claims: “But generally, being HTX 
students and all, we do spend a lot of time in front of the computer” 
Looking into this information, two options stand out: In order to target this group, the campaign 
could involve physical aspects, such as encouraging to go to see exhibitions, historical monuments, 
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historical objects, etc. or maybe the campaign itself should take place at such sites. That is far from 
the original idea of this project, and this report will not go into depth with explaining ways in which 
this could be done. That way the campaign would indeed provide them with a new innovation that 
they might take an interest in. But to judge from the empirical result, it would contribute to create 
an even further distance between the interest and the decision; the innovation-decision process 
(Rogers 1995: 206). It would be less convenient and would demand a much bigger effort of the 
interviewees, as it would require them to take quite a lot of time and energy out of their everyday 
lives to investigate history. 
“It depends on the content. How much time does it take, how much do you have to focus, what can 
you use it for, and what is it? [...] Do you have to show up in some room with someone who wants 
to tell you something, and you have to make the effort of standing up and go from where you are to 
there and back, then no, but if you could watch a small five-minute clip every day on YouTube, then 
yeah, maybe you could manage to make the effort, if it was quick and fun [...] I think that time and 
too much commitment [...], that’s the major…” Another student adds: “And the content. Like, if it’s 
on your phone like a game or if it’s a long text that you have to read…” Other students chime in: 
“Yeah, a text would be boring [...] or a lecture… A game could probably be a good idea. An sms 
with some history [...] like ‘did you know...’ like once a day or twice… 
As they mention themselves how schoolwork takes up most of their time and energy (see chapter 
4.1.1), it seems unlikely that they would engage in such a ‘physical’ campaign - unless history was 
a subject in which they took strong interest. When being asked if they were interested in learning 
small bits of history every day, the interviewees said: 
“It think [...] that if you have these different interests, you research yourself, actually, when you 
need to and when you want to [...]”  
Gravesen adds a different perspective. He actually supports our initial approach of striving to be 
short, simple, and ‘easily digestible’; ‘less is more’ has been the mantra when the posters were 
designed in the first place. He explains his experience with the 2nd and 3rd year HTX students as 
follows. 
“To sit down and delve deeply into a topic, that doesn’t really appeal [to them, ed.]. I don’t know if 
that’s a consequence of some sort of modernism, but regardless: They like stuff that is kind of quick 
and maybe shallow [...] so I think these kinds of ‘appetizers’ can work very well, and ‘hey you’ 
that’s like appealing” 
Exploiting Existing Rituals 
Therefore, the other option that stands out seems to fit better into a communication option. Instead 
of motivating the target audience to go beyond of their usual paths, we could also approach them 
through the item on which they tell that they spend a lot of their time: In front of the computer - and 
the smartphone (see chapter XX discussion) ”We use our smartphones like we use our computers,” 
an HTX student says.  
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Although one student pointed out the challenges of learning using a computer: “I think it’s sad to sit 
with a computer, because it will only distract you, you won’t be doing anything. I prefer something 
physical, like a book  [...] I don’t think it’s very wise [to use computers in teaching, ed.]” 
In order to challenge the distance between the interest and the decision, the innovation-decision 
process, the communication should be convenient. To be convenient in the eyes of the target 
audience, the product should be integrated in the everyday life, so that they wouldn’t have to make 
that much of an effort to e.g. learn history. In short, the impression of the empirical data is: the 
bigger the effort, the longer the distance. 
The interviewees are intrigued by jokes, photos (see above), economical perspectives (e.g. 
economic interests in slavery), and by eye witness accounts and personal storytelling on an 
individual level (e.g. Anne Frank’s diary). They are also intrigued by controversial subjects that 
provoke discussions. 
4.1.3.1 The Relationship Between the Target Audience and History 
Approximately 50% of the students either considered history to be important or stated that they 
would like to learn more. Group #2 did not consider history to be of great importance, but at the 
same time they would like to learn more. Group #1, #3, and #4, on the other hand, generally found 
history to be important, although around a quarter of them did not care. Accordingly, if the focus 
groups are representative, approximately half of the target audience has an interest in a similar 
product, in theory. In order to target this half, there still lies the challenge of the innovation-decision 
process (Rogers, 1995: 206). There is a potential distance between their interest and their actions. In 
order to address this challenge, we investigate the details of their preferences below, in order to be 
able to design the product, in a way that make it likely to be adopted by the target audience. 
When being asked if they thought history was important, the interview began to really show the 
advantages of a focus group, instead of just ‘a group’ (see chapter 3.3.1. in methods): Some of the 
students (around a third of them) were so provoked by the other students who answered “no”, that 
they began to explicitly defend the importance of history: 
HTX student A: “I think it’s important, because everything is interrelated somehow. It is because of 
history that we are here, like, here and now, actually. [...] We have some knowledge thereof, and it 
is something we have always carried with us. Well, it is [...] where we come from. I think it’s pretty 
interesting to know where you, as a Dane, where you come from and where you’ve been. [...] I think 
that’s pretty interesting, to know where you come from”  
HTX student B: “I think it’s the other way around. I don’t think it matters where you come from, I 
just think: ‘where are you going?’. It doesn’t matter how we got here, now we’re here”.  
HTX student C: “As long as you know where you’re at”. 
HTX student B: “Yeah, it’s just history!”. 
HTX student D:  “It doesn’t have an influence on how I am now, what happened many hundreds of 
years ago”. 
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HTX student B: “I think it’s typical for HTX’s [students at HTX, ed.] to think like that. We shall 
just think forward, and innovation, and technology, and how we overcome different problems. [...] 
We actually don’t really care how we got here, and how the vikings fought four-five hundred years 
ago” 
HTX student C: “We’re just thinking how we can do it better! [...]” 
HTX student A: “But that’s also an idea of thinking back, if you want to solve the problems they 
did, then it’s also a part of history [...] You still want to take some of the things that they made, and 
then make it differently than what they did, so that’s also going back in history [...] 
HTX student E: “I think it [history, ed.] is interesting, because then you can [...] see their mistakes, 
and then say ‘we shouldn’t do that’, like slavery and such, that’s not so far back, but you can take 
things and say ‘what did they do there, and what should we avoid?’. I think it’s interesting to [...] 
see the difference between then and now… And then say ‘what’s it going to be like in the future?’” 
The Relevance of History 
The students emphasized that the history they learn has to be of relevance to the world they live in 
today. There has to be a degree of involvement in their everyday lives so that they will engage with 
the topic. This degree of involvement can tell us whether there is a link of relevance to the idea 
behind the product or not, hence we can state that the dimension of motivation is present at this 
stage (Schrøder, 2000). 
“I mean, I know when the Stone Age, the middle age and World War II took place…” an HTX 
student answers, when being asked if he finds his level of knowledge in history to be sufficient. 
Several other students interrupts: “I don’t! I really don’t… But I don’t know what to use it for! I 
have no idea when it was, but I don’t know what to use it for!” Another student adds: “We’ve 
learned [about historical timelines, ed.] plenty of times, but it doesn’t stick, because it’s not 
something that interests you, so it’s like… [...] If you’re interested, it [the teaching, ed.] sticks, but if 
you’re not, it just goes into one ear, out the other [...]  
The teacher independently supported that aspect in the expert interview, when being asked how to 
make history teaching interesting: 
“They should experience it [the history teaching, ed.] to be relevant to them [...] It may very well 
begin with themselves. If they can dig deeper, where they are, and can see the relevance for their 
own point of view [...] We strive to take a starting point that they can identify with” 
Gravesen’s method of parting from their point of view is to begin within social science and then 
expand to include history,  
Regarding their level of history, Gravesen says: “I don’t think they carry much with them from 
Folkeskolen… If you ask a class ‘what are your experiences with history?’, they will say: ‘World 
War II or vikings’, and they don’t know about much else, they’ll say. [When they get here, their 
level of history knowledge is not sufficient, ed.] but thats fair enough, it’s a process” 
Recent History 
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In general, they much prefer to learn about recent history, although a handful is quite interested in 
ancient history. One HHX student use September 11 as an example, because it seems relevant 
today. While this event happened only 12 years ago, one can discuss whether it belongs to history 
or social science. This matter has been discussed also in Rogers diffusion of innovation process, 
where author brings up that previous practice, such as history information gathering from various 
social media spots, provides a  common standard against which an innovation can be interpreted, 
thus decreasing uncertainty (Rogers, 1995: 225). In general they seemed more interested in social 
science than in history, as they could easily relate topics to the world today. Especially group #1, #3 
and #4 emphasized that it is most important that the history they learn is of relevance to the world 
and/or to their lives: when they could see a purpose with the teaching or when they could see how a 
certain historical event had had an effect on our society. 
“You can’t really use it, like in your everyday life. It’s not like ‘hey, the Stone Age...’ [...] So it 
depends how much you use it. We don’t really use it anyway, so we don’t need to know, then you’re 
just fine without [learning historical numbers, ed.] an HTX student notes. 
Topics of Interest 
Group #1, #3, and #4 generally preferred international history over national history, but group #2 
were mostly interested in Danish history. All groups wanted to learn more about ‘important events’ 
and were intrigued by bizarre facts. The HHX students were generally interested in politics (e.g. 
Martin Luther King Jr., Pearl Harbor, USA, South Africa, and Nelson Mandela). The HTX were 
more interested in technology, architecture, computers, religion, sports, and gender. For example, 
one student argued that history is important using the example of women’s right to education. 
Torben Gravesen, who teaches technical history and history of ideas at Roskilde Tekniske 
Gymnasium had found the 2nd and 3r year students to be receptive towards topics such as (‘the 
ideas of’) gender and ‘the industrial society’ from the 1850’s to the 1900’s. 
Moreover, the students replied that they would like to learn about the “history that is happening 
right now”. They do not receive sufficient teaching on the wars that are happening today. In 
contrast, they generally believe they have learned enough about World War II. In Folkeskolen, they 
regarded the subject of history to be an average school subject, not much better or worse than the 
other subjects. The person becomes aware of an innovation or a technology by accident, for 
example our visit to HHX and HTX schools to discuss history learning issues, since the individual 
cannot actively seek and innovation until he or she knows that this possibility or even an issue 
actually  exists (Rogers, 1995:162). 
4.1.3.1 History Teaching Beyond the Classroom 
The interviewees think that learning is as relevant outside the classroom as inside of it. According 
to Gravesen, “it has to be a combination of both [...]  definitely,” whereas he students claim that it 
might even be better.  
“Well, we go to very different places, but other than that I really think that we’re just sitting there, 
like almost tripping in the end, when class is over” 
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They are less aware of what they’re learning, when they are outside of class, although they 
recognise that they learned history from cartoons (e.g. Donald Duck and Asterix & Obelix) and 
historical movies and TV-series such as Rome, Flammen og Citronen, Matador, and Hvidsten 
Gruppen. They also mention “alternative”, interactive methods of learning, such as computer games 
and game app’s. 
“Also computer games have made me interested in history,” one student adds. Another agrees: 
“That’s true, actually, when you’ve played Medal of Honor [...], yeah Assassin’s Creed”. Other 
students agree: “Yeah, that’s right, actually” 
“That app, [...] Illustreret Videnskab has made a game, also for phones and stuff like that: Quiz 
Battle
7
. I think it’s pretty interesting. You learn some other historical things, that you might not 
have known, that also comes up, like who invented what when, who was the president in some year 
[...] It’s something quite different” 
This shows that the target audience is somewhat open to what could be considered alternative 
methods to traditional methods of teaching, if it is something that catches their interest. They play 
games for the fun of it not to learn history. 
4.2 Product Reception 
This section provides an analysis of the design of the campaign posters based on the empirical data 
and reception research theory. 
The focus groups were very receptive about the posters. “[The posters, ed.] are good”, one student 
goes; another says “I think they are quite amusing”. They found them catchy and intriguing: “They 
look great”. The interviewees liked the general outlay, which is an element that contributes to 
enhance the motivation of the audience. This process begins with the knowledge stage, whereas 
individual is exposed to a new product and gains some understanding about how it functions. Yet, it 
is rather hard to identify, whether an innovation has been accepted and adapted by the students 
(Rogers, 1995:164). In addition to this, the use of the 'HEY YOU' element contributes to make the 
features of the product worth engaging with 'the whole situation of consumption' (Schrøder, 2000: 
244). The students applauded the choice of facts and they were curious to know the answers to the 
questions. The expert as well was positive towards the posters: “[...] So they [the posters, ed.] are to 
go on advertisements poles [on bus stops, ed.] or…? I think it’s a great idea! ...To give them some 
input for reflection. Then you’ll walk past and think ‘hey, that could be pretty interesting to learn’” 
Based on the emphasis put on the importance of relevance and Schrøder’s theory, the questions on 
the posters should be within topics that they can engage and relate to. Judging on the answers from 
the interviewees, topics of recent history would catch the interest of many in the target audience. 
Silhouettes 
When presented with the product, some of the target audience did not relate the questions to the 
silhouettes. This could mean that they stand in a position of “complete divergence from [...] the 
encoders' intended meanings” (Schrøder, 2000: 246). Group #1, #3, and #4 recognised them as 
                                                          
7
 A game developed as a smartphone app by the Danish science magazine, Illustreret Videnskab (The english version of 
the magazine is called Illustrated Science) 
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relating to the topics of the questions, but assigned no further meaning to them. Group #2 on the 
other hand, discussed whether the figures were supposed to provide clues for the answer, and 
thereby assigned a deeper meaning for the figures than what the other groups did: “If the silhouettes 
give clues about the answer to the question, that’s smart”. When told that the figures held no such 
meaning, they suggested that the silhouettes should be much more relevant to the questions. At this 
level we find ourselves with an unsuccessful attempt to establish a clear basic level of the sign 
(Schrøder, 2000: 245). It could be a thought to consider, assigning a more valid meaning to the 
figures on the poster than just virtualizing the topic. 
QR Codes 
According to the students, the QR code should be much bigger and placed in the middle. You 
should be able to scan the code discretely. “No one will scan a QR code, if they have to bow down 
to do it”, one of the interviewees from group #1 says. The students also agree among their groups 
that in order for the campaign to work, there should be many different posters. 
Choosing Colours 
We asked the interviewees about the colours of the posters to see if they assigned any particular 
meaning to them. After decoding the message of the campaign as intended, their “positions” 
differed from group to group depending on the poster. 
The blue poster was regarded in interview #1 as boring, and it reminded them of bank commercials. 
“The blue one… It reminds a lot of bank commercials”. On the other hand, the results from 
interview #2 suggest that this same colour works well for the purpose of the campaign: “The blue 
one [to us looks like the most attractive]”. These contradictory readings are in fact what gives us the 
input to analyse them from the dimension of position, since it essentially applies “to 'subjective' 
attitude to the text accompanying a reading” (Schrøder, 2000: 249). 
As for the pink poster, students from both interview #1 and interview #2 agreed that it was the most 
eye-catchy: “The red one [sic] is the best”. According to Schrøder, “‘acceptance’ does not mean the 
adoption of a so-called ‘preferred’ hegemonic position supposedly inscribed in the text, but the 
reader’s agreement with what he/she perceives to be the message of the text” (Schrøder, 2000: 249). 
The third poster, the yellow one, received contradictory readings from the interviews. While group 
#1 loved the layout of the product, group #2 did not like the poster at all. “The green [sic]? No, not 
at all.” The dimension of position regards this as the possibility that “unequivocal ‘accepting’ or 
‘rejecting’ responses are conceivable” (Schrøder, 2000: 249). They all liked that each poster has a 
different colour. 
To the interviewees, the fact that the text on the posters is in English makes them seem cooler, but a 
bit shallow. A handful of the students would prefer the posters in Danish, but most of them are 
indifferent in regards to the language. The fact that the text on the posters is written in English, does 
not affect the interpretation of the sign, defined as ‘something which stands to somebody for 
something in some respect or capacity’ (Pierce, 1985; cited in Schrøder, 2000: 245). 
Innovation-Decision Process 
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The dilemma or paradox with the product is that while all interviewees found the posters to be 
intriguing, more than half of them would not scan the code nor access the website. Most of the 
students, group #1, #2 and #3, did not agree with the idea of a website, and they would not visit it 
even to find out the answers. Group #4 stated that they would probably use the website, provided 
they had time to spare, but were not overly enthusiastic about the choice of media. Therefore, 
linking the product to a website could mean that we are already addressing the target audience with 
the wrong concept for the product. In the dimension of implementation this would mean that the 
success rate is lowered, and in this case, people would not be “motivated to read a media text they 
encounter, [which means that] the reception process is arrested right there” (Schrøder, 2000: 244). 
The general consensus among the students was that they liked the campaign. This signifies that they 
are decoding the message that is behind the product, and they are falling within the continuum of 
attitudinal responses, since in general terms they are accepting the perceived textual position 
(Schrøder, 2000: 249). 
To sum up, the target audience likes the posters, but the choice of media for the product is wrong. 
None of the HHX students, compared to half of the HTX students, would be interested in using a 
website with daily history facts. Reversely, all of the HHX students would gladly use a smartphone 
app or a social media app compared to around half of the HTX students. With this input we can 
understand that the target audience would not ultimately engage with the way the media text is 
constructed. They would not engage with the final product, which is the website where all the 
contents would be stored. This leaves us as communication planners with a decision to make. 
 
5 Discussion and evaluation 
The empirical data is necessary in order to ensure the success of the product; indeed, the reception 
research is crucial to the project. Otherwise, there is a risk of developing a product, in which the 
target audience does not take interest. According to Rogers, this problem might occur when a 
campaign designer perceive some attribute or item of the innovation to be so interesting that it 
overrules all other considerations (Rogers, 1995: 215). 
When analysing the empirical data, we also kept in mind Lewis’ comparison of the analysis of 
reception interviews with wrestling with a jellyfish: “it squirms in so many different directions 
simultaneously that it seems impossible to control” (1991: 115; cited in Schrøder, 2000: 233-234). 
It was significant to note beforehand that we might come across situations that could be difficult to 
control. We did not know the many possible outcomes there would be when presenting the product 
for the students. Nonetheless, the interviews did not cause any obstacles to prevent the intended 
purpose. The target audience provided us with relevant and useful information and the interview 
guide was useful in the development of the project. 
When proceeding with the campaign, it is necessary to make sure that the diffusion process is not 
rushed. All details should be clarified and potential risks should be known; it is important to test the 
product (posters, website, apps, information source), before introducing the product to the target 
audience. 
Choice of Media 
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The 15-17 year olds agreed that they like the posters, but they were not entirely satisfied with the 
final product; the idea of a website. Instead, they promptly proposed to create an app  that can be 
used in their smartphones. A smartphone app is simply much easier to implement in their everyday 
lives than a website. It would take ages for them to load items on the computer, its just more 
practical and much faster on a smartphone. Of course, just as so many other online programs, games 
and social media related apps, the website would be also accessible from a smartphone. The focus 
groups prefer an app rather than a website, as they find it to be more practical. The disadvantage of 
the layout of a normal website, the students find, is that you have to actively keep yourself updated. 
It does not just automatically ‘pop up’ in the places you want it to. Therefore, the target audience is 
more likely to use an app rather than a website as it is more convenient for them. 
"[If the product is a website, ed.] you should get an update, like a mail or a text,” one student 
claims. 
Link of Relevance 
They claim not to be receiving sufficient teaching on e.g. the wars going on today. This tells us that 
there seems to be a weak link of relevance with the subject of the campaign, specifically based on 
the low feeling of attachment to the character of the text (Schrøder, 2000). Within the dimension of 
motivation, the product has to provide the target audience with the link of relevance to its message. 
When this link of relevance has been established between the audience and the product, the 
dimension of motivation succeeds. This means that we have to find the way to connect with the 
audience. According to the analysis, an appropriate solution to address the challenge of the weak 
link of relevance is to implement their topics in the campaign, thereby ensuring the link of 
relevance. In other words; showing their interest in a variety of 'alternative' methods of learning 
based on interests, the key here, is to implement their interests in the campaign. According to their 
previous behavior, they are more likely to use it, if the product is linked with an existing topic of 
their personal interest. Using the feedback we got from the interviewees, we could for example 
make posters with short, historical questions regarding the history of sports, party culture, women’s 
rights or technical inventions, as well as ‘major’ historical events, that have an impact on society 
today.  
“You should get updates [...] based on your personal interests [...]," one student notes. In order to 
maintain the interest of the target audience, the app should be build to sort images (or ‘posters’, or 
what it will contain…) in regards to topics. It should register what images they click in, and then 
suggest new images based on the interests, they have shown on the website. For example, if they 
click on an image with a question regarding gender history, the app will instantly suggest more 
images with questions regarding gender. 
Innovation-Decision Process 
“I would use it! But I’m not representative for the target audience…” Gravesen notes. “[...] I think 
you have to follow up. You can’t expect much such a poster alone [...] You have to follow up 
thoroughly [with the students, ed.], I experience [...] “Use all platforms! Advertisement poles are 
not enough, but maybe if you saw that poster during the day, and then got a follow-up in the 
evening in the TV or on the internet or the social media, like to remind them and make sure they met 
the message several places, in several media. They typically use 3-4 media at the same time. They 
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use media a lot, and you could take advantage of that, because they already use them. Send out the 
message on all platforms [...] This is just one, but it can’t be on it’s own” 
In order to address the challenge of influencing the young people, other methods of implementing 
the product into the everyday lives of the target audience should be used. One solution could be 
using other spaces that the target audience make use of than just public transportation. The 
campaign could enter their preferred media channels, and try to persuade the audience that way. 
The target audience has several media channels integrated in the everyday life. All of the 
interviewees engage very much in social media such as Facebook, Instagram, Snapchat, Vine, and 
Twitter, where the two first-mentioned are the most used. Other media channels of their everyday 
lives are smartphone apps, and (computer/smartphone) games, though the HTX students are quite 
selective on the apps they download. Therefore, the communication campaign should be integrated 
into these channels. It could be very convenient for them to have history learning included in these 
everyday rituals of checking Facebook and Instagram.  
On behalf of the above, we suggest that if the final product engages somehow in social media, the 
chance of succeeding within the dimension of implementation is enhanced. In our opinion, there lies 
a great advantage in using Facebook, one of their preferred media channels, as it offers a wide range 
of possibilities of advertisements. For example, if they scroll through their Facebook news feed 
every day, they ought to notice the sponsored ads that appear in the news feed. Those ads should 
consist of short, intriguing, historical questions; they may simply be the posters posted as pictures 
through a Facebook page, since the focus groups were so receptive of them. Then, reading through 
those ads would only demand minimum efforts. It might even be hard not to read them, because 
they are so catchy and colourful. Group #1 suggested contests and commercials on Spotify and 
YouTube as a method of marketing. 
Furthermore, the innovation-decision process might be ‘shorter’ or more manageable, than scanning 
a QR code on a poster at a bus stop, because the empirical data tells us that while the target 
audience is less likely to scan a QR code, they do in fact spend a lot of time surfing on the internet. 
In other words, surfing and other internet-related activities is a part of the target audience’s 
everyday life, one might even call it a ritual. Therefore, there lies a great potential in exploiting their 
usage of these media channels. 
Popular Features 
Of course, it needs to be taken into account, that they are already bombarded with ads and pages on 
the internet seeking the attention of the 15-20 year-olds. The poster would serve as just one 
interesting, colourful advertisement among many others, that they notice while scrolling down their 
Facebook newsfeed and surfing on the internet. But since this product increases their history 
knowledge (which some of them find beneficial, because ‘it makes you seem smart’8, and 
approximately half of the target audience is either interested history or has the desire to learn more), 
and if the topics are interesting, and the text and layout short and simple, then why not spend a 
small percentage of the time spent on the internet on this potential website or app instead of for 
example 9gag
9
, I Waste So Much Time Dot Com, Attack of the Cute
10
 or something similar? Of 
                                                          
8 Quote from an HTX student, own translation 
9 www.9gag.com is a well-known website, where we assume from our personal networks many students spend quite a lot of time looking at memes 
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course, to have a chance in competing with these popular sites (Gil 2013), the product should 
include the features of these sites, since they apparently are successful in maintaining the interest. 
These features appear to be humour and absurdities as well as keeping posts short and simple. The 
product of this campaign, whether it is an app, a website or a third option, should  include these 
features, which seems to define websites that are meant for leisure or pleasure rather than research. 
“If it’s meant for young people it should be something that’s fun and entertaining and not just some 
text [...] I think it’s has to be concise, no matter what [...] there has to be pictures [...] and one way 
or the other, it has to be funny [...] I don’t think an sms would be enough, there has to be some 
sound or picture or something”. 
Contradictions 
With the feedback from the students, we can see that the evaluation of the product is at times at 
contradictory positions of the continuum. There are differences in the evaluation of the idea behind 
the product (the website), but there are also different perceptions at the subjective level, where the 
posters offer a completely opposite feedback depending on the focus group, i.e. the reactions 
towards the yellow coloured poster. While in interview #1 the preferred model for a poster was the 
yellow one, in interview #2 this same poster was the least attractive for them. 
Testing the product on groups from the target audience helped us understand the weaknesses and 
strengths of the product. 
6 Conclusion 
The purpose of this paper was to investigate the possible success rate for a print media campaign, 
by testing the reception of  three posters by a selected target group. A set of interviews were 
conducted for this purpose and appropriate theories were chosen for the sake of analysing our 
findings.  
As the chosen theories were applied to the analysis, they are followingly applied to the problem 
definition as well as the sub questions.  
Who is the target audience and how do they relate to history and learning? 
The audience we aimed to target in the first place was young people between the ages of 15 and 20, 
who were not attending STX. The focus group consisted of students from HHX and HTX within 
that age group. Most of the interviewees think that the subject of history can be interesting, but the 
way it is taught in schools does mostly not contribute to foster their curiosity. They are interested in 
learning about history that they can relate to, and most of them also believe that history is an 
important subject to learn in general. Therefore, it is possible to assert that there is a potential 
interest in the topic, and this would be of special relevance for the campaign to achieve success. 
 How is the product received by the target audience? 
                                                                                                                                                                                                
10 www.attackofthecute.com and www.iwastesomuchtime.com are websites known to maintain the interest of the reader to an extent, where the reader 
keeps coming back for new updates (Gil 2013) 
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The product was very well received. The interviewees mentioned colours, layout, and the intriguing 
history  questions. In general, they approved of the idea of having a campaign to encourage history 
learning, but what they didn’t agree with was our choice of media.  
 Is it likely that the target audience will adopt the innovation? 
As we mention above, we found out from the interviews that the students liked the posters and the 
concept of a history innovation that we presented them with. They are aware of the existence of QR 
codes and how to use them. The product is simple, but informative, and it is user-friendly as it is 
accessible with the use of smartphones and computers, which are the preferred media of the target 
audience. This allows the target audience to instantly access the right answers. According to the 
empirical data, the potential users are interested in participating in the campaign and using the 
product. But even though the reception of the product is positive, the innovation that it is presenting 
fails to succeed in being implemented in its current state. Our intention with the choice of media 
and technology for the campaign was that it seemed like an easy way to get the young people to use 
the campaign as we thought it applied very well to them. This turned out to be the wrong approach 
for our particular target audience, as they were not as frequent users of websites as we had assumed. 
Our conclusion is thus, that the use of a website for our campaign in this case works to our 
disadvantage as it is not the preferred choice of media for the target group. We also expected a 
greater usage of QR codes, than what the result showed, since they are so common in the public 
sphere. As we do not know the reason why the target audience rarely scans QR codes, we still 
consider them to be an easy method with useful advantages. 
With the implementation of improvements listed below, the product is likely to be adopted by 
(perhaps half of) the target audience. 
In what ways could the product of this campaign be improved in order to influence the 
target audience to use it, thereby obtaining the desired effect? 
According to Rogers (1995: 204), an idea has to be tested before it can be put into action. We 
discarded the initial plan of creating a website on behalf of the empirical data. Through the focus 
group interviews, we discovered that the target audience supports the idea of implementing history 
teaching into the everyday life. However, the choice of product, a website, was not attractive to 
them.  
In order to make the product more relevant to the target audience, there are several improvements to 
be implemented. In the first place, the product needs to have a much higher intertextual relevance: 
the design of the posters and the questions presented have to match more effectively, for instance 
making the silhouettes depicted more relevant to the content of the questions. The topics of the 
questions should also be topics that the target audience can relate to and find interesting. The 
posters can also be improved by relocating and enlarging the QR codes on the posters in order to 
make it easier to scan. As the posters do not require learning new skills, it should be easy to 
understand the message.  
The posters should be placed in places, where the target audience spends their time: For example 
public transport places, in their schools, and in the digital media they use. The digital platform that 
would store the actual contents must be updated on a regular basis. Inspired by popular websites 
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(see chapter 5.x.x), we suggest using humour and bizarre facts in the product, in order to maintain 
the interest of the target audience. “Perpetual campaigning is necessary because focal segments of 
the population are in constant need of influence as newcomers enter the priority audience” (Atkins 
and Rice 2011: 13). This means that 15-20 year olds don't stay in that age group forever. As the 
priority audience changes, the campaign should be evaluated and performed continuously. In this 
case, the campaign has to provide a lot of different posters with different colours and topics. 
This product and this report serve quite well as a starting point as it consist very positive feedback 
and a lot of useful suggestions to improvements. We believe that with a thorough evaluation, the 
product is likely to be adopted by (perhaps half of) the target audience. 
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